






















学校编码：10384                        分类号      密级       




       硕  士  学  位  论  文  
                                           
关于台湾《联合报》性诉求广告研究 
Research on the Sex appeal ads in the                  
United Daily News of TaiWan 
       潘先龙 
指导教师姓名： 陈 培 爱 教 授 
专 业 名 称 ： 传 播 学 
论文提交日期： 2013 年 4 月 
论文答辩日期： 2013 年 5 月 
学位授予日期： 2013 年 6 月 
  
答辩委员会主席：           
评    阅    人：           

































































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的



































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）：潘先龙 














摘  要 
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本文采取内容分析法，从 1988 年到 2012 年共 25 年的《联合报》中抽取了















































Sex appeal, as one of the three basic rules of creative ads, have enjoyed a 
widespread employment in advertising since 19th century. Under the influence from 
politics, economy, law, sex belief and other factors, however, there exists a huge 
disparity in levels of usage and performing style of sex appeal ads among different 
societies. 
As the frontier of the integration of Chinese and western culture, sex appeal ads 
in Taiwan have made breakthrough over traditional asceticism, also maintain some 
conservativeness. This thesis aims to explore and evaluate the development of sex 
appeal ads in Taiwan by taking United Daily News as an example. 
Via sampling, this thesis selects 300 newspaper samples from United Daily News 
during the period of 25 years from 1988 to 2012. 357 cases of sex appeal ads are 
collected and according to the requisition of research, 19 variables are set with a goal 
to evaluate the state of usage, variational trend, visual appearance, performing ways 
and other factors of sex appeal ads in Taiwan. Conclusions are as follows. 
First, sex appeal ads in Taiwan appeared long before, they had been found wide 
application before the release of “ Prohibition of Newspaper”, accounting for 8 
percent of total samples. 
Second, the sex appeal ads were often put in fashion& entertainment section in 
terms of printing block, with the preference of using a quarter of whole block and the 
color advertising occupied absolute advantage (edge). 
Third, independent sex appeal ads and functional ones are found more 
application, whereas imaging and symbolic ones are less. 
Fourth, in product categories, the most are sex appeal ads related to medical 
cosmetology and real estate, while in product attribute, neuter products constitutes the 
most, but the least are male products. 
Fifth, of character models, female models of yellow race are mostly and solely 
employed. 
















Seventh, of the naked part of body of models, the most naked parts are shoulder, 
breast and thigh, while the least are buttocks and nude. 
Eighth, body attractions from models are majorly centered on their face, color of 
skin and body type. 
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志广告中穿着暴露的女性模特比率为 28%，而到 2003 年这个比率就达到了 45%。





























1.2  文献综述 
1.2.1  性诉求广告的概念及分类 
虽然性诉求广告出现的较早，对其开展的研究也较多，但就目前来说，对于
性诉求广告还没有一个统一的称呼和定义，有称之为“感性广告”，也有称之为

































































注意力，但也造成了被试回忆的下降。La Tour（1990）等在对 202 名被试的研究
中也发现，性诉求广告会降低被试对品牌和广告信息的认知。 
（2）  性诉求广告对受众情绪的影响 





既有研究认为性诉求广告可以增加受众对于品牌的好感，如 Smith & Engel
（1968）经研究得出结论，汽车广告中有美丽性感的女模特出现，比没有美丽性
感的女模特出现会让男性觉得广告中的汽车跑得更快、更讨人喜欢、也看上去更
贵；但又有研究认为性诉求广告会损害品牌形象，如 Peterson & Kerin（1977）研
究发现裸体广告会让被试觉得该产品的质量更差，该公司的声誉也更低。 
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